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EDITORIAL

SINALCO
sinalco

PARTNERMAGAZIN NO.11 / 2015
SINALCO WORLD
Dear Readers
Sinalco is growing fast! Especially in the Middle East, Central Asia
and the Far East.
Consumers in Asia's fast-growing markets are getting a taste for
Sinalco. Partners in Jordan and Palestine will soon start their distribution. In Syria, a country where Sinalco has long been popular,
there is to be a relaunch. And Iraq has invested in new packaging:
slim cans have been on the shelves since May.
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In the Far East, consumers in Singapore and Malaysia have recognised
Sinalco's special taste. Sinalco Special is now available in retro cans.
Asia offers great potential for our brands, so we are of course present at major trade fairs. As well as the Gulfood in Dubai, we are also
displaying our products at the Thaifex in Bangkok.
Our Eastern European partners are succeeding in keeping our brand
young, attractive and relevant. Sinalco is a firm part of people's daily
lives in these markets. Point-of-sale activities and prize draws keep
our logo visible in retail outlets and guarantee good turnover.

I hope that you will enjoy this latest edition of Sinalco World. It is full
of exciting stories from all around the world of Sinalco.
Happy reading!
Yours

Mongi Goundi
Managing Director - Sinalco International Brands
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The developments in Central Asia are also very exciting. Sinalco has
established itself well in Tajikistan and Kazakhstan in its first year in
these markets. And consumers in a further country will be able to
enjoy Sinalco this year: Production is due to start in Turkmenistan
soon. We are expanding our presence in Pakistan. Our partner in
Lahore is now being supported by a further partner in Karachi, an
important move in a strategically important market with 182 million inhabitants.

New, innovative products are also driving sales: In our quest to
quench thirst we launched Sinalco Spritz, Sinalco Fresh Grapefruit
and Sinalco Active Guarana this year.
As well as Sinalco, we have invested in further brands. Our Aquintéll
mineral waters, the energi s energy drink, sinetta fruit juice drinks
and our malt drink brand Proset are all helping to provide presence
and turnover. Retailers expect a broad range of high-quality and
innovative products for increasingly demanding consumers, and
we can match that demand with Sinalco quality.

Editorial

The summer of yellow – Sinalco Kazakhstan’s new
advertising campaign
Sinalco campaign roll out in Tajikistan
Sinalco: now quenching thirst in Turkmenistan
Sinalco Syria, the relaunch of a legend
Jordan is the newest member of the Sinalco family

Imprint: sinalco international brands gmbh & co. kg,
römerstraße 109, 47179 duisburg, germany,
tel: +49 203 48 511 0, fax: +49 203 48 511 88,
e-mail: info@sinalco.com, www.sinalco.com
Overall responsibility: sinalco international brands
marketing department
Editorial staff: lisa templin, violetta gottlob, raphael
horster, mario mais & sinalco partners
Photos: christof maaß, sinalco partners & various, fotolia
Cover page: sanja nikolic inovativa group skopje,
republic of macedonia
Conception, layout & production:
a&o kommunikationsagentur gmbh

10
11
12
13
13
13
14
14
15

page

16

3

17
18
18
19

INTERVIEW
Interview Kazakhstan, Mr. Nabijev

20

COMPANY & PARTNERS II
Sinalco special returns to Singapore!
Sinalco and Aquintéll, launch in Pakistan
Sinalco visits friends in France
Iraq switches to slim cans
Sinalco Switzerland‘s passion for passion fruit!

22
22
23
23
24

SPORTS
Basketball fever for Sinalco Kosovo
Surviving the desert
Bob Graham 24 hour club – fundraising with
extreme sports
Bernhard Dietz football academy on Mallorca
MARKETING & PRODUCTS
Sinalco on cinema screens
Special pos activities in 2015

26
27
28
29

30
31

EVENTS & FAIRS

sinalco

International Sinalco Partners
Conference 2015
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In keeping with our long-standing tradition, all international partners were once again invited to participate in
Sinalco International Brand’s annual partner conference
for 2015. This year’s event was held in Dresden, the state
capital of Saxony.
Dresden’s historic city center is known throughout the
world for its impressive ensemble of architectural treasures,
which include the Zwinger Palace, the Semperoper, which
is home to the Saxon State Opera and the Frauenkirche.
Outings from Dresden during this year’s event included
a visit to the renowned porcelain factory in Meissen,
where fine china has been produced by hand since
1710. Participants had the chance to visit both
the company’s museum as well as its fascinating demonstration workshop. This informative and exciting weekend in Dresden,
also known as Germany’s Florence on
the Elbe, provided a perfect backdrop
for networking and exchanging ideas,
discussing new marketing campaigns,
and exploring new POS strategies.
This year’s conference was all about
the POS. One of Germany’s leading
POS agencies was brought in to provide
valuable insights on how to better reach
potential customers and drawing their attention to Sinalco’s products. Sinalco store
designs and new marketing campaigns were
presented in addition to new promotional and POS
materials. The campaign featuring a signing golden
bottle to mark Sinalco’s 110th anniversary was the absolute
highlight of the presentation. As part of the anniversary’s
special promotional sweepstake campaign, consumers
will have the chance to find one of only 5 singing, golden
Sinalco bottles in their respective countries to win one of
several main prizes.

What’s more, plans for an updated social media presence,
extranet and Sinalco partner shop were unveiled. The importance of social media continues to grow, presenting
myriad opportunities for reaching out to and connecting
with others. An up-to-date appearance is aimed at delivering a more targeted approach to reach a younger consumer audience.
A team of technical experts gave a series of informative
presentations about Velcorin, energy optimization for
equipment and air recycling systems. Participants were also treated to a tasting of
several new seasonal products with
a refreshing summery flavor. Last
but not least, a new campaign
for Sinalco’s international
mineral water brand Aquintéll was unveiled, which
features a new TV commercial and advertising
strategy to strengthen
the brand’s presence in
an ever-growing number of countries.
We’re also proud to welcome yet another new
member to the Sinalco family this year. The participants
were invited to join in celebrating the licensing contract with our
new partner in Turkmenistan during
the conference. This year’s conference, as in
previous years, was all about building personal connections between partners and fostering a sense of family and
mutual support. The Sinalco family is already looking forward to gathering again for yet another excellent partners
conference in the coming year.
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Gulfood Dubai and
Thaifex Bangkok 2015
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Who couldn’t resist taking part in
this year’s Gulfood
in Dubai? You’ve
got it: Sinalco!
After all, Gulfood
is billed as the
world’s largest
annual food and
hospitality trade
show. “Gulfood
is a must when
it comes to networking in the Middle East. Attending the show is
quite important,“ said Mongi Goundi, Managing Director of Sinalco
International Brands. Working closely with the manager of Sinalco
Iran, Mr. Goundi held important talks with potential new partners
in Dubai.

Russian Consul General
Jewgenij Schmagin retires

SO be on the look out to see
what new markets Sinalco
will be entering in the future!
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2015 was also a year for an exciting premiere – Sinalco participated in the Thaifex trade show in Bangkok, Thailand for
the first time. Mongi Goundi, Managing Director of Sinalco
International Brands remarked: “Life in Asia is so incredibly
vibrant. People always seem to be on the go. For people with
such busy lifestyles, especially considering the weather conditions, what could be better than a refreshing, ice cold Sinalco? We’re confident that our expansion into Asian markets
will continue to much success in the years ahead.”
Partnering yet again with the Federal Ministry of Food and
Agriculture made coordinating efforts with other German
companies much easier. Pooling German companies together
in a German Pavillion not only ensured that no one would be
lost in the crowd of other exhibitors, it also made it easier to
attract the attention
of visitors who place
particular importance
on German products.
Sinalco, an established
brand deeply rooted
in Germany, made sure
to make the most of
the country-of-origin
effect at Thaifex.

On 28.11.2014, Jewgenij Schmagin paid a personal visit
to Sinalco’s headquarters with two representatives from
the city of Duisburg, Vice-mayor Volker Mooslbech and
Ms. Heike Maus, as a part of his goodbye tour to mark
his well-deserved retirement.

Schmagin went on to work for several years at the Ministry of
Foreign Affairs, and in the Diplomatic Mission of the USSR in
West Berlin. He then went on to head the Russian Consulate
General in Bonn, which serves the states of North-Rhine
Westphalia, Rhineland-Palatinate, and Saarland.

After working together successfully for many years,
Mr. Schmagin insisted on paying a visit to Sinalco to
personally bid the entire Sinalco Team a fond farewell.

Sinalco supplies the Consulate in Bonn with its delightfully
refreshing line of beverages for their annual Sommerfest event.

After successfully completing his degree at the
Faculty for International Economic Relations in 1972,

The entire Sinalco Team would like to thank Mr. Schmagin
for paying us a visit. Here’s to a long and well-deserved
retirement!

EVENTS & FAIRS
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Celebrating 20 Years
of Kozuvcanka
Owner Mitko Jancev and his team really have a reason to
celebrate this year: It’s Kozuvcanka’s 20th anniversary! The
entire Sinalco team would like to congratulate Kozuvcanka
as we share in their excitement as they reach this special
milestone.
Our partner Kozuvcanka’s exceptional story begins in 1995,
the year the company was founded. They’ve been hard at
work growing their business ever since. One key ingredient
in Kozuvcanka’s recipe for success has definitely been
diversification: The company carries several different brands
and bottles a wide range of beverages, including Kozuvcanka
water, Izvorska, Sinalco, sinetta, energi s and, last but not least,
Makedonska beer. But equally crucial to their achievements have
been CEO Mitko Jancev’s commitment to continual investment
and innovation as well as the hard work and dedication of his
team, who have put their blood, sweat and tears into securing
Kozuvcanka’s success.
page
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After 11 rewarding years of close work together, Sinalco is proud
to call Kozuvcanka its partner. The Kozuvcanka team has made
Sinalco a household name in Macedonia. Their efforts have
made the Sinalco brand a permanent fixture on the Macedonian
soft drink market.
The Sinalco team sends its heartfelt thanks to the team in
Macedonia for all we’ve accomplished together over the years.
We wish you all the best for the future and hope the luck,
patience and steadfastness that have brought you this far will
carry you forward to continued success and growth for both
Sinalco and Kozuvcanka brands.

Macedonian Rapper
New Brand Ambassador for
energi.s
Marko Marinkovic, a.k.a. Slatkaristika, is one of the best known
and most popular rappers the Macedonian music scene has to
offer. The 29-year-old is considered as one of the most influential
artists of his time.
Shaped by his turbulent past, Marinkovic founded the hip hop
group Tokisklogija in 2008 as an outlet to voice his thoughts and
feelings. In that moment, Macedonian rap culture was born. The
group’s front man quickly earned a reputation as a prosperous
crowd pleaser. His solo album, released in 2009, became an
overnight success. Having recorded one best-selling album
after the other, he’s recently begun pursuing a side-career in
acting while writing songs for emerging Macedonian artists.
energi s, Sinalco’s energy drink, is being marketed as a trendy
lifestyle drink on the Eastern European market. The plug and
play claim being pushed by the current campaign captures
the drink’s Unique Selling Proposition – energy on demand.
Adding another project to his long list of accomplishments,
Slatkaristika has taken on the role of official energi s brand
ambassador. And Sinalco couldn’t have picked a better
candidate for the task. There’s no doubt Slatkaristika
is as packed with energy as the drink itself, so it’s only
fitting that his summer 2015 tour is named accordingly.
His uniquely high-energy performances, which
feature the brand name on every playbill, have been
drawing crowds to sold-out concert halls throughout
Macedonia. Even the merchandise and the set
design for his summer tour give a nod to the energi s
sponsorship. Not only were Slatkaristika fans able to
purchase his new album this summer, but a can of
energi s with his likeness on it as well. The can will be
on shelves and available for purchase as a limited
edition until the end of the year.
Sinalco is excited to be working with such an
exceptional artist. We have no doubt that
Slatkaristika has all the energi it takes – and then
some – for continued success!
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The new Sinalco Factory
in Serbia

“Three questions
for
Ingo
Broda
”
head of material protection and drinks
technology at LANXESS Germany

page

10

g out
e churnin
b
l
il
w
e
n lin
2015 in
productio
uction in
d
w
e
ro
n
p
s
’
.
p
o
u
ing
d. o.
l be ramp
er Frutti
Frutti wil
lco partn
a
t!
e
in
S
rk
a
r,
a
m
e
ian
this y
apacity.
in their
r the Serb
Starting
duction c
increase
nergi s fo
t
ro
e
n
p
a
r
d
c
o
n
ifi
a
ri
n
p
o
g
to cope
Sinalc
The si
ling its
be unable
ce 2012.
ity, doub
n
il
ld
c
si
u
y
fa
o
il
ity
w
w
m
e
e
its n
e tim
alco fa
new facil
lines at th
of the Sin
lans for a
n
p
o
rt
g
ti
a
re
in
c
p
k
u
fo
a
a
e
d
b
n
re
ee
of b
eir pro
’t long
. o. has b
st a year
d
ju
lear that th n volume. It wasn
c
n
a
in
it
h
n
e
Frutti d. o
it
o
d
ti
a
W
-2013.
folio m
produc
ductio
rt
²
id
ro
o
m
m
p
p
t
0
in
in
c
0
u
e
.0
se
3
prod
shap
increa
rutti’s new y of Šabac.
n taking
gnificant
mplete. F
ich bega
cit
o
h
c
e
with the si
w
s
th
a
,
p
w
in
u
y
rk
drawn
rial pa
w facilit
n
st
e
e
u
n
e
g
d
b
e
in
d
th
n
a
a
t,
h
jec
nt. Durin
eart of
n the pro
equipme
r
e
d in the h
o
g
te
F
d
a
s.
c
-e
e
lo
g
ground o
e
y
y
emplo
ve facilit
ith cuttin
i’s
ti
w
tt
a
tr
ru
d
is
F
e
f
ry
p
in
so
essa
adm
quip
the need
ng unnec
ility is e
as given to
eliminati
e-art fac
,
w
d
th
n
fin
o
ti
-o
m
n
te
e
in
cy
l att
ew sta
h efficien
on, specia
Frutti‘s n
gned wit
onstructi
si
c
e
d
d
n
s
a
a
g
w
lity
plannin
y’s layout
ouse qua
er.
the facilit
os, an in-h products,
work easi
y
th
a
e
d
t
a
example,
ry
e
th
v
ith
lco
making e
keeping w and bottled Sina
trips and
Frutti. In
r
r
te
fo
a
ty
w
ri
st
o
te
r pri
facility to
is a majo
f course,
the new
to
s.
in
rd
le
a
d
d
te
Quality, o
n
ra
sta
s to hand
b is integ
ompany
tti’s effort
ru
of
F
s
e
to
control la y are in line with c
v
y
li
cantl
g the
the
ute signifi
all, makin
ib
re
r
a
e
tr
ft
n
n
ensuring
o
A
e
c
t.
th
e
ded to
mark
ducts
y is inten
ttled pro
e Serbian
it
o
il
B
th
c
.
fa
in
.
ty
n
ts
se
ri
o
c
u
o
rio
du
producti
ew wareh
tti’s top p
inalco pro
The new
facility’s n
and for S
eter is Fru
e
e
m
e
th
sw
d
it
m
g
b
o
in
fr
ttle
ins
ing
the grow
rs just a li
arket cha
cial open
custome
ility’s offi
nd superm
c
a
fa
rs
w
le
e
satisfied
n
sa
le
the
d to who
e to mark
distribute
ttendanc
a
in
re
e
rld w
d the wo
om aroun .
fr
s
st
e
u
G
015
ctober, 2
on 2nd O

1st question:
“What is Velcorin, when is Velcorin used and for which drinks is it suitable?”

Velcorin® (Dimethyldicarbonate/DMDC) technology protects drinks from harmful microorganisms.
Velcorin® can be used in still and carbonated juice-drinks, isotonic sport drinks, ice-tea, flavoured
waters, wine and also now for beer-mix drinks.

2nd question:
“What guarantees does Velcorin provide with regards to product quality? Is it certain that
Velcorin does not affect products it is added to?”
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“Microorganisms such as yeast, mold and bacteria not only damage quality and in particular flavour
and smell, they can also present a health risk to consumers.
Velcorin® (Dimethyldicarbonate/DMDC) is added during production and is extremely effective even
in very low concentration against microorganisms such as yeast, bacteria and mold.
Velcorin® works by entering cells and disabling certain enzymes, which results in the death of the
microorganisms.
Thanks to its unique way of working, Velcorin® decomposes quickly into methanol and carbon
dioxide, both in very low concentration. As both of these components occur naturally in fruit and
vegetable juices and wine, flavour, smell and colour are unaffected.

3rd question:
“What are the advantages of Velcorin compared with other preservation methods?”

Velcorin® is used in drinks that are filled at room temperature. Bottling at room temperature rather
than at higher temperatures preserves flavour, and prevents damage to sensitive ingredients such as
vitamins. It also saves energy and allows lighter PET-bottles to be used.
Velcorin® is preferable to conventional preservatives as it decomposes quickly and is no longer in
the drink when it is consumed. The drink retains its original fresh and natural flavour.
We also offer pump equipment which allows you to add precise doses of Velcorin® as part of a
complete technology package, which also includes laboratory services and consultancy. We are
happy to view your production facilities and advise on how best to integrate Velcorin® into your
bottling process.

Date and place of birth:
23rd February 1961 in Düsseldorf,
Germany.
Married with two daughters (18 and
21 years old) Lives in the Sieg valley in
western Germany.
Interests:
history, walking and cycling.
Career:
Has been working for many years in
positions of responsibility in chemical
and technical companies, with a focus
on sales and marketing.
In charge of material protection
and drinks technology at LANXESS
Germany since 2004. This role includes
responsibility for Velcorin® and related
services.
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New Aquintéll
Campaign

Sinalco
Austria

Raschhofer’s
Rossbräu
–
Today’s top-of-the-line
tavern

Whether you like it refreshingly fizzy, gently sparkling
or perfectly still, Aquintéll is the quintessential thirst
quencher the whole family can enjoy, not to mention
a great way to beat the heat when you’re on the go.
Aquintéll, Sinalco’s brand of natural mineral water, is
on shelves in selected countries in Europe and Asia
with plans for expansion in the works.
Water is essential to life. It fulfills a wide range of vital
functions within the human body, ensuring our very
survival. That makes water, together with oxygen,
the single most important element for life on earth.
Hydration is so key to our health and well being that
doctors recommend drinking at least 2 to 3 liters of it
every day.
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In the words of Mongi Goundi, Managing Director of
Sinalco International Brands: “In terms of consumer
behavior, water is becoming increasingly important for
the world’s population. The Aquintéll brand is the key to
help our partners unlock untold potential, reaching new
groups of consumers and opening doors for continued
growth. The individual brands in our portfolio reflect

our efforts to establish ourselves as a full-range supplier,
offering our customers a broad selection of quality
products from a single source.”
Sinalco International has been hard at work developing
a new campaign for Aquintéll to bolster the brand’s
growing reputation for purity, freshness and excellent
quality. The new television commercial for Aquintéll,
which was filmed in Tajikistan, was shown to our
international licensees for the first time at this year’s
partnership conference. The spot captures the essence
of Aquintéll’s exceptional purity.
Our mineral water’s naturally well-balanced mineral
content is key to a healthy diet, meaning every last drop of
Aquintéll is good not only for adults but for children as well.
The campaign’s slogan “life in every drop” really drives
that message home. The commercial, which features
shots of families enjoying Aquintéll in the countryside,
focuses on the family, embodying the brand’s positive
philosophy. A variety of similar summery motifs to
accompany the TV commercial were developed for
posters and other advertising materials as well.

Sinalco Austria’s marketing efforts for 2015 have
centered on acquiring new partners in the restaurant
industry. And what a success those efforts have been!
Two examples we’re particularly excited about are the
Cafe Del Sol in Klagenfurt and Raschhofer’s Rossbräus
locations in Salzburg and Innsbruck

Cafe Del Sol
Klagenfurt –
Serving up a new
vacation experience
every time you dine!

The very first Cafe Del Sol opened for business in
Hildesheim, Germany in 2001. The extraordinary
restaurant concept caught on quickly: an impressive 28
locations have opened in Germany since then, and in
January of this year, the chain opened its first location in
the Austrian city of Klagenfurt.
Cafe Del Sol combines all day casual dining with a café
and bar in an atmosphere that’s proven to be a big hit
with guests. The chain’s unmistakable architecture is
also a key secret ingredient in their recipe for success:
the free standing, colonial style buildings with wooden
wrap-around porches have become Cafe Del Sol’s
trademark. One look at the place creates a feeling of
vacation.
We’ll give you one guess as to which delicious brand of
refreshments each Cafe Del Sol’s carries. You’ve got it:
Sinalco! After all, Sinalco tastes great!

It all began in 1995 and 1996, when both Raschhofer’s
Rossbräu locations opened for business in Salzburg,
Austria. Guests have been enjoying a whole host
of culinary delights, not to mention Raschhofer
Brewery’s refreshing beer, ever since. The taverns
feature an uniquely rustic ambience that skillfully
blends contemporary and traditional elements.
This year, the successful opening of Raschhofer’s
Rossbräu’s new location in Innsbruck’s Soulkitchen is yet
another cause for celebration, where the new concept –
a hip, urban atmosphere that invites guests to leave their
worries behind – has been a real show stopper for dinners.
The menu, of course, leaves nothing to be desired: from
the large selection of craft beers to menu items such as
savory schnitzel and burgers fresh off the grill, there’s
truly something for everyone at Raschhofer’s Rossbräu.
And Raschhofer’s Rossbräu doesn’t disappoint when it
comes to soft drinks either: Sinalco’s been on the menu
in the Soulkitchen location from day one and has been
on offer at the two Salzburg locations since August.
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An iconic can
for Germany’s
beverage icon
Canned beverages are currently making a big comeback
in Germany. With over 1.86 billion cans sold in 2014,
turnover increased by a spectacular 30% compared to
the previous year. That figure was reason enough for
Sinalco to start putting our iconic lemonade in an iconic
can! The sleek and trendy Sinalco can is especially wellliked among young, fashion-forward consumers.
The 0.33l can certainly offers several convincing
advantages: they’re not only lightweight and unbreakable,
but easy to refrigerate and open as well. But aside from
being just plain handy when you’re on the go, they look
great too: the Sinalco can’s simple yet eye-catching design
makes it a must-have item among hip, urban consumers.
Cans of both Sinalco Orange and Sinalco Cola are currently
on shelves, and plans are in place to expand the can offer
to other Sinalco flavors as well.
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Sinalco’s
summertour

Below-the-line advertising brings the taste of
Sinalco to you
Sinalco Germany has been investing in a variety of personal promotions to accompany its current TV advertising campaign. The goal: maximizing exposure to the
product.
A classic tasting and sales promotion is first in the line
up for this summer’s tour, with over 530 individual twoday campaigns featuring the entire range of Sinalco
beverages. The promotion aims to reach approximately
200.000 consumers at the point of sale with fun giveaways and special offers in tow as additional sales aids.
The second 30-day promotion is all about playing up excitement for the new Sinalco can. Two separate teams
will be on the road in our attention-grabbing, branded
refrigerated trucks, distributing samples of Sinalco Orange and Sinalco Cola in over 60 different locations. City
centers, universities, parking lots, busy intersections,
swimming pools and parks will be among the promo
team’s prime targets, where they aim to hand out approximately 3.000 cans per day to thirsty passersby.
The third prong in the summer tour’s promo line up
targets the southern German market, specifically the
federal state of Baden-Württemberg. In close cooperation with the HITRADIO OHR radio station, Sinalco will
be bringing on the summer fun with hit music and refreshments in 28 different locations. And of course, there
will be more than enough cans of Sinalco to go around!
Additionally, the promotion is communicated through
social media: a Sinalco selfie contest with an awesome
cash prize is planned.

Around
the world
in a day –

Brought to you
by ZOOM
Erlebniswelt
Gelsenkirchen

We’re excited to announce that ZOOM
Erlebniswelt Gelsenkirchen, located in
the heart of the Rhine-Ruhr metropolitan
region, is one of Sinalco’s newest
customers. ZOOM Erlebniswelt is the
only zoological park in Europe designed
to recreate natural habitats as closely as
possible. Each of the park’s 3 themed
areas – Alaska, Africa and Asia – provide
visitors with the ultimate wildlife
experience: over 100 different species
with around 900 animals in total in
authentic habitats covering an area
the size of 39 soccer fields! ZOOM
Erlebniswelt’s design deliberately
dispenses with architectural elements
we typically associate with zoos, for
example walls and fences, allowing
for thrilling, up-close encounters
between man and animal. What’s
more, ZOOM Erlebniswelt serves up
family-friendly fun and adventure
365 days a year!
Since visitors are sure to work up
a beastly thirst experiencing all
the action ZOOM Erlebniswelt
has in store, it’s a good thing the
park’s restaurants and kiosks are
well-stocked with Sinalco. As an
official premium partner, entry
tickets, posters, advertising-spaces feature Sinalco’s---.
unmistakable logo.
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The summer of yellow –
Sinalco Kazakhstan’s new
advertising campaign

Sinalco campaign
roll out in Tajikistan

Summer in Kazakhstan is going to be especially bright and
sunny this year – but above all it’s going to be yellow! Sinalco
Kazakhstan will be implementing a variety of strategies in
its upcoming marketing campaign to promote Sinalco, the
famously delicious German brand.

Sinalco’s soft drinks and its mineral water brand Aquintéll were launched last
year in Tajikistan, one of Central Asia’s emerging markets. “A lot of hard work
went into finding a suitable partner for Sinalco in Tajikistan and neighboring
countries, where we hope to leverage the current potential for growth in Central
Asian markets. We’re pleased to say we have found the right partner in Mr. Hakim
Erkinovich Gaybillaev. We look forward to working with him and his team in the
future and are convinced that Mr. Gaybillaev’s efforts to firmly establish Sinalco as
a permanent fixture in the Tajik soft drink market will be a resounding success.“ –
Mongi Goundi, Managing Director, Sinalco International Brands GmbH & Co. KG.

Sinalco ads will be lending a noticeable splash of yellow to the
streets and subway stations of Almaty. A TV commercial targeting
a young audience will be broadcast on selected national channels
starting 15 July 2015, complemented by a banner advert on a
popular Kazakh music television channel. Another commercial
will be broadcast on the radio at peak listening times. All in all, this
attention-grabbing ad campaign is guaranteed to build brand
awareness at the POS.
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Rounding out this 360˚ marketing concept, free tastings, endof-aisle displays and on-pack promotions will be grabbing
shoppers’ attention in stores. The brand’s eye-catching, bright
yellow packaging sets it apart from the competition and will be
brightening up Kazakh beverage aisles everywhere. Stay tuned for
more exciting campaigns in Kazakhstan!
Managing Director Mongi Goundi and Business Development
Manager Michael Doerks had the opportunity to see the yellow
summer in action for themselves on their visit this June. „What the
team in Kazakhstan has managed to pull off is truly remarkable.
We’re happy to be able to call such dedicated and committed
partners a part of the Sinalco Family. We’re convinced that Sinalco
will quickly gain a strong foothold in the Kazakh market thanks to
their formidable efforts.“ - Mongi Goundi.
Many thanks to our partner in Kazakhstan – keep up the good work!

With the active support of the marketing and technology departments in Germany,
Sinalco Tajikistan’s hard work is beginning to bear fruit. Significant headway has
been made in promoting the company’s two primary marketing goals of promoting
brand awareness and intensifying distribution rates.
The Sinalco team on site is convinced that every person living in Tajikistan should
be able to enjoy the uniquely refreshing taste of Sinalco whenever the mood strikes.
Sinalco’s Managing Director, Mongi Goundi, and Business Development Manager
Michael Doerks, saw first hand just how hard the team in Tajikistan has been
working toward these goals on their last visit: Dushanbe, the capital of Tajikistan,
is awash in bright yellow. Billboards in high-traffic areas, redesigned grocery stores,
newly-distributed Sinalco coolers as well as amusement parks and outdoor dining
equipped with Sinalco sunshades have been effective in familiarizing consumers
with the brand.
The local team has consistently followed the strategy in fine tuning distribution
channels and properly equipping beverage aisles to brand standards, ensuring
consumers will not only be able to find Sinalco with ease, but that there will always
be plenty more where that came from no matter how thirsty they are!
Next month’s advertising will focus on expanding Sinalco’s presence on the internet
and social media to reach our younger target audience even more effectively.
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SINALCO: NOW QUENCHING
THIRST IN TURKMENISTAN

Jordan is the
newest member
of the Sinalco
family
In June 2015 we welcomed a new member to our family:
Defaf Al-Nahrayn – for Food Industries and Drinks is now
providing Sinalco refreshment to consumers in Jordan and
neighbouring Palestine.
The company and its managing director Thaer Fakhri Hassan Al
Ani already have experience in producing soft drinks, including
energy and fruit drinks. And Defaf Al-Nahrayn also has an
excellent distribution network.

From now on, Sinalco soft drinks will be providing thirsty
soda fans in Turkmenistan with fizzy refreshments!
MahmalZip and its Managing Director, Batyr Ishimov,
became part of the Sinalco family earlier this year and
will be representing the brand on the Turkmen market
from here out.
page
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MahamalZip, a family company, has been in the beverage
industry for many years. It’s the number one Turkmen
company in the brewing trade and has successfully
marketed its own brand of beer in addition to its own line
of soft drinks with flavors specially developed to cater to
local tastes. Another plus point the company brings to the
table is its dense distribution network. By partnering with
Sinalco, an internationally-recognized brand, the company
intends to further differentiate itself from domestic
competitors while rounding out its product portfolio.

In the words of Mongi Goundi, Managing Director of
Sinalco International Brands, “Entering the market in
Turkmenistan will allow us to make inroads into yet
another important country in Central Asia.
Sinalco aims to harness the enormous potential for
growth in these markets and firmly anchor the brand
in Turkmenistan. We’re confident we’ve found the
right partner to accomplish this goal in Mr. Ishimov
and his team.“

“We are very happy that our products are now available in
Jordan and Palestine thanks to Defaf Al-Nahrayn,” says Sinalco
International Brands Managing Director, Mongi Goundi.
“Entering these markets is a valuable strategic step. It will
communicate positively in neighbouring countries and pave the
way for future market entry. And we are certain that Mr Al Ani’s
many years of experience in soft drinks will enable Sinalco to
establish itself in Jordan and become a firm part of the country’s
drinks landscape.”

As early as this fall, the ever-popular flavors Sinalco
Orange, Cola and Lemon Lime will be on shelves in
Ashgabat and its surroundings.
Sinalco’s refreshing soft drinks will be available for
purchase in both the classic glass bottles as well as the
practical PET bottles to the delight of Turkmenistan’s
many soda fans.

From this autumn Sinalco products will be available in
supermarkets and wholesalers in Jordan and neighbouring
Palestine. Defaf Al-Nahrayn will launch with Sinalco Orange,
Cola, Special, Cloudy Lemon, Lemon Lime and Apple Lemon
Mint in cool slim cans. The portfolio will be rounded off with
energi.s. Beyond that our new partner intends to introduce
further flavours and PET bottles.

The whole Sinalco team wishes them
all the best for their launch!

Sinalco Syria,
the relaunch of a legend
Despite the political unrest that has grappled Syria
for the last four years, Sinalco will relaunch on 14th
August through its new partner in the country, Dar Al
Kheir (DAK).
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DAK has coordinated its efforts with ATC bottling in
neighboring Lebanon to reintroduce Sinalco into
the Syrian market. In Syria Sinalco has always been
synonymous with taste and refreshment.
Sinalco and Syria share a long history dating back to the
1960s. During the 1970s and 1980s Sinalco was market
leader in the country, a position Dar Al Kheir hopes to
restore in the near future.
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Interview Kazakhstan,
Mr. Z. Z. Nabijev
Mr. Nabijev, please tell us a bit about your
company in general.
My company, Kazakhstan Commerce, was founded in 1989. We were one of the first companies
to become active in foreign trade after the disintegration of the Soviet Union. Over the years, the
company has been engaged in exporting a wide
range of products. Since 1997, the company’s focus has shifted to importing of luxury alcoholic
beverages such as Bacardi - Martini, Diageo, MoetHennessy, B&G, Nemiroff, as well as many others.
In 2012, I decided to start a new line of business
and expand the company’s product range to nonalcoholic beverages. Ground was broken on our
new Terra Nova facility the same year.
page
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Why did you decide to become Sinalco licensee?
While planning the new business, we conducted
an extensive analysis of potential partners among
the leading soft drink brands from around the
world. Our goal was to find an existing brand interested in becoming our franchise partner. It just
so happened that Sinalco had been searching
for suitable licensees in Kazakhstan. At the time,
we had been considering partnering with two
other soft drinks brands from England. Ultimately,
we chose to pursue a relationship with Sinalco,
having seen the tremendous potential for the
brand in the Kazakh market.
How would you describe the current situation in
the Kazakh market? What features set the Kazakh
market apart from others?
Kazakhstan is a young country with steady population growth and a rapidly expanding economy.
As a result, the market for bottled water and soft
drinks has shown consistent growth year after
year. At the same time, the soft drink market is
oversaturated. At least a dozen of new players enter the market each year. By the same token, a dozen of others who are unable to withstand the fierce competition are forced to leave the market as
well. That explains why consumers have become
so selective with regard to the quality and price of
the products they are willing to purchase. Coca-

Cola and Pepsi consistently dominate nearly 30%
of the market. Over 100 local producers are in stiff
competition for the remaining 70% of the market.
Which products are set to be launched and where?
Why were these products specifically chosen?
We launched five soft drink flavors this summer
– Sinalco Cola, Orange, Lemon, Buratino and Dyushes – as well as two kinds of mineral water –
Aquintéll Classic and Naturell. We wanted to round
out our range of products with the cola, orange
and lemon flavors for good reason: they’re by far
the most popular flavors, accounting for approximately 50% of the beverage market. We believe
our niche products featuring custom-made flavors, Sinalco Buratino and Sinalco Dyushes, which
were developed with the Kazakh market in mind,
will also do much to strengthen Sinalco’s foothold
in the Central Asian market.
We’ve been hard at work distributing our products
through as many channels as possible. However,
it has proven difficult to distribute our goods to
corner stores – or C-category stores – up to now.
As these stores have limited shelf-space, they only
feature top brands. Our focus at present is on distribution through department stores and supermarkets – or A-category and B-category stores –
because, as they are willing to devote shelf-space
to less well-known brands as well. At the same time,
our end goal is to ensure that every Kazakh citizen
will have the opportunity to buy Sinalco in a grocery store of his or her choosing in the near future.
When introducing a brand, marketing is an essential tool in attracting potential customers’ attention. What marketing strategies for the Sinalco
brand do you intend to employ?
Our marketing strategy for Sinalco in entering the
Kazakh market is primarily focused on below-theline activities. We intend to reach customers at the
POS with bold merchandising, flyers and samples.
Our above-the-line efforts have been geared toward outdoor advertising, including billboards
and streetlights in addition to our TV spot. These
measures are particularly effective in reaching
consumers and improving brand recognition.

Zhaugashty Zholanovich Nabiyev

Why exactly do you think will people from
Kazakhstan like the Sinalco drinks?
As I said before, the beverage market in Kazakhstan is oversaturated and standards for carbonated
drinks in terms of quality are high. However, the
unique Sinalco taste with the great, natural taste
of fresh fruit sets our products apart from the
competition. We are confident that this unique
flavor experience will appeal to a wide segment
of the Kazakh population.
What are your expectations for Sinalco’s future in
Kazakhstan?
We expect Sinalco to become one of the top three
soft drink brands in the Kazakh market. As Sinalco
becomes more popular, we’re confident that sales
will continue to increase steadily. We’ve been hard
at work laying the groundwork for success in Kazakhstan and confident that it will only a matter of
time till we achieve that goal.
Which is your favorite drink in Sinalco’s product
portfolio?
To be perfectly honest with you, I have to admit
I’m not a big fan of carbonated drinks. However,
if I had to pick one, I would definitely choose
Sinalco Cola – even I happen to like this flavor! Its
taste always makes me feel a little nostalgic for my
childhood – It reminds me a lot of a soda I used
to drink.
Do you intend to expand your particular product
range to include more Sinalco products in the future?
We certainly plan to expand our rage of Sinalco
products in the next business year as a part of
our continued efforts to diversify our product
portfolio.

Electrician, engineer, head of laboratory, deputy chief
engineer, Deputy General Director for Commercial
Affairs of the Production Association for plastics processing “Kyzyl Tu” (1965 - 1975).
Chief of the Main Logistics and Sales Department, a
member of the Board of the Ministry of Local Industry of
the Kazakh SSR (1975 - 1982).
Head of the Department of External Relations and
Exhibitions, Management Department of the Council of
Ministers of the Kazakh SSR (1982 - 1989).
General Director of the Regional Foreign Economic Association “Kazakhstan Commerce” (1989 - 1995).
Chairman of the Board of “Kazkommertsbank”
(1991-1998).
Deputy Chairman of the Board of the Kazakh - American
“TexaKaBank”
Member of the Board of the Kazakh Turkish “KZI – Bank” (1993 - 1997).
1995 - present - President,
Chairman of the Board of Directors,
“Kazakhstan Commerce” JSC
1996 - 1998 – First Vice - President
of NAC KazAtomProm JSC
1999 - 2003 – Vice-President
of the “Republican Innovation
Fund” JSC
1991- present (in different years)
Chairman of the Board of Directors
of the JV “Kazitalfurnitura” and the
JV “Lonro-Kazakhstan”
Member of the Kazakh-British
Trade Council and Kazakh - Japanese
Committee of Economic Cooperation
Consultant of the Company
“Boeing” (USA), Advisor of companies
“Mitsui” (Japan), “Red Sea Housing”
(Saudi Arabia), “Tractebel” (Belgium),
“Energoprojekt” (Yugoslavia)
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Sinalco Special returns
to Singapore!
The popular and iconic soda from Germany is finally back! Sinalco Special hasn’t
been available in Singapore for a number
of years, but we’re back and just as refreshing as ever!
Countless Singaporeans who grew up
with the uniquely refreshing taste of
Sinalco Special which consists of four different fruits are delighted to once again
have the chance to enjoy a sip of Sinalco
any time the mood strikes.
Singapore, with its 5.4 million inhabitants, is considered both the gateway to Asia as well as its bustling
centerpiece. In the words of Mongi
Goundi, Managing Director of
Sinalco International Brands „Reentering the market in Singapore is

the key to Sinalco’s continued success. The move is
sure to open doors to other East Asian markets. “
But Singapore has more to look forward to than just
the return of Sinalco Special: the popular soda will
be available in neighboring Malaysia as of this year
as well.
In honor of Sinalco’s 110th anniversary, a limited edition will be launched in Sinalco’s new signature can.
The pink soda in the eye-catching purple can will only
be available with the nostalgic Annabelle, Sinalco's
classic mascot from the '50s, for a limited time. Plans
to roll out PET bottles in the future are also in place.
But as if that weren’t exciting enough, the rest of the
Sinalco flavor family, including old favorites like orange, cola and lemon, are sure to follow soon!
We’re convinced Sinalco will be a big hit in Singapore
and Malaysia in no time!

Sinalco visits friends
in France
Sinalco was the exclusive star guest at the annual plum festival in Agen. The invitation came
through the close contact between Sinalco’s
headquarters in Duisburg and the neighbouring town of Dinslaken.

wurst sausages, traditionally brewed Walsumer Urfels beer
and cool refreshing Sinalco. Our cult soda was particularly
popular with younger visitors. But the older generations
were also convinced by the unique flavour. And what
could be better than enjoying a Sinalco with friends?

This year brewer and restaurant owner Johannes
Langhoff took his mobile bar to Dinslaken’s twin
town for the third time. The man behind the popular
Walsumer Brauhaus served his own beer, German
bratwurst sausages and refreshing Sinalco to festival visitors.
Agen is a small town on the Garonne river between Toulouse and Bordeaux. It has been twinned with Dinslaken
since 1975. The annual festival to celebrate the plum
harvest is always a good opportunity to strengthen relationships. As well as fun for children and performances
by French popstars, culinary specialities are a focus of the
three-day event. Over 30.000 visitors tried delicacies from
around the world at street stalls throughout the town. So
it was good that Germany was well represented with brat-
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launch in Pakistan

Sinalco and Aquintéll

Iraq switches to slim cans

Consumers in Pakistan are about to get a taste of
unique Sinalco refreshment. Our cult soda is now
available in the Lahore area, and will soon be coming
to Karachi and the rest of the country.

Sinalco fans in Iraq can now buy their favourite soft
drinks in attractive slim cans. Previously the cult soda
had only been available in standard aluminium cans,
practical PET bottles and traditional glass bottles.

Pakistan has 182.1 million residents and borders with
Iran, Afghanistan, China and India. The south of the
country enjoys a subtropical climate, ideal for thirstquenching Sinalco. And we will not only provide fizzy
refreshment, our natural mineral water Aquintéll will
also be available to help people cool down.
Because of the size of the country, two partners will
needed to bottle and distribute Sinalco’s drinks. The
north of the country including Lahore will be covered by
Energique Beverages (pvt) Limited. The south, covering
the Balochistan and Sindh provinces, will receive its
refreshment from our new partner, MehranDestilleries &
Brewery pvt. Ltd. Managing Director Hassun Ali Shareef
is already experienced in the drinks industry and knows
what is required to make Sinalco popular and successful.
“By cooperating with two partners we are able to ensure
that we can reach all consumers quickly and effectively,
despite the size of the country,” explains Mongi Goundi,
Managing Director of Sinalco International Brands.
“Pakistan is an important step in strengthening and expanding our position in South Asia.”

This launch does not just cover Pakistan. Sinalco drinks will
also soon be on supermarket shelves in Afghanistan, where
both partners will be distributing Sinalco und Aquintéll.

The packaging is the first impression consumers receives
of a brand. They make a decision to purchase or leave
the product on the shelf based on the packaging design,
before they can say whether or not they like the drink
itself. This is why the popular Sinalco varieties Orange,

Cito, Cloudy Lemon, Fruits, Apple, Cola and Apple Lemon
Mint are now available in stylish, contemporary slim cans.
“Our partnership with Iraq goes back over 60 years,”
explains Mongi Goundi, Managing Director of Sinalco
International Brands. “This success story shows that
Sinalco is an established part of the Iraqi market. Indeed
soft drinks in the country would be unthinkable without
the Sinalco red dot. We have managed to keep our brand
modern and relevant through the years.”
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Sinalco Switzerland‘s Passion for Passion Fruit!
Are you ready for fun, sun and adventure? One lucky winner will have
the chance to take a dream two-week surfing vacation to Ecuador.
Sinalco Switzerland’s contest has been generating a lot of excitement
among consumers eager to try their luck. There are several ways for
surf fans and vacation-hungry customers to participate. Contest entry
forms are available at the POS, at events as well as online on social
media and Sinalco Switzerland’s homepage, ensuring all lines of
communication are open.
The current campaign’s statement, “Ride the new wave of
flavor. A point for you” couldn’t be clearer: Sinalco is a brand
that stands for fun, action and adventure! That’s why the
promo team was hard at work ensuring that Sinalco was at
the heart of the action this summer.
A TV spot broadcast on selected channels in May and June
of 2015 was an excellent kick off, lending the campaign
a powerful audiovisual and emotional dimension. The
30-second spot reached over 5.5 million viewers.
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And Sinalco Switzerland didn’t stop there: they banked
on brand presence at a variety of popular open air
events including Wake ’n’ Jam and at Open Air St.
Gallen. The exciting Sinalco Surf Camp, featuring
a real surf simulator – an irresistible highlight –
at each event proved to be a total hit among
festivalgoers. In keeping with the campaign’s
slogan – ride the new wave of flavor – the
surf simulator provided surf fans with an
opportunity to show off their prowess on
the surfboard and put their surf skills to the
test.
Rounding out the 360° concept, the promo
team distributed samples of Sinalco’s new
passion fruit flavor at ten regional railway
stations, reaching a total of 200.000 thirsty
consumers.
The cherry on top of the marketing blitz are
Multi-pack deals and on-pack promotion at
the POS.
One thing’s for sure! – Sinalco Switzerland
lets the sunshine in!
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Basketball fever for Sinalco
Kosovo

Surviving the Desert
33-year-old Steven Rau of Berlin dared
to do what had once seemed impossible:
crossing two deserts, the Salar de Uyuni
and the Atacana, on a journey that
would take him from Chile to Bolivia
carrying with him all of the supplies
and equipment he would need to cover
the entire journey – including food and
drinking water.
At Sinalco, we love the spirit of adventure.
That’s why we had no reservations taking
the opportunity to actively support this
exceptional young athlete.
Maintaining a balanced diet and staying
hydrated are key to pulling off a plan like
Rau’s. Aquintéll, Sinalco's natural mineral
water, and Sinalco Iso Sport were the ideal
companions for Rau leading up to this
extraordinary adventure.
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But not only did Rau dare to set out to
cross two deserts, he also selected one
of the most dangerous routes, the drug
smuggling trail from Huara to Bolivia. The
few people he crossed paths with along
the way were warm-hearted and friendly,
but they sure couldn’t fathom why he
would willingly set off on such a trek.
Having covered the first few kilometers of
the trail in the grueling afternoon Chilean
sun, Rau decided it’d be best to tackle the
rest of the journey after sundown. That
meant he wouldn’t see much in terms of
landscape and nature, but the thought of
a luxurious, cold shower before his return
flight to Germany was more than enough
motivation to push ahead as he trudged
his way through the desolate desert
landscape.
On 22 June, 2015 at 6:30 a.m. local time,
Steven Rau’s adventure through the
sweltering heat and biting cold of the
Uyuni and Atacna deserts finally drew to
a close. He’d managed to cover a total of
415.5 km in just five days and 14.5 hours:
a new record!
We’re proud of you, Steven! We’re
honored Sinalco was able to play a small part
in helping you prepare for this epic journey.
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Bob Graham

24 Hour Club – Fundraising
with extreme Sports
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A group of 11 people form Oldenburg were determined to
do it! They wanted to join the Bob Graham 24 Hour Club. To
do so, they would have to jog a grueling 116 km, climbing
42 of the highest mountain tops in the north England’s Lake
District. Only 1.600 athletes have made it into the club since
its founding in 1932. Thorsten Kaiser, Christian Rimmler and
their team aimed to add another 11 to that number!

According to Umpleby, memorizing oneself with the
route beforehand is the most important part of being
prepared. The individual stages of the race have plenty
of challenging, even risky stretches in store for the
joggers. Umpleby also recommends climbing as many
mountains as possible prior to setting out on the Bob
Graham route in order to gear up for the event.

But for initiator Thorsten Kaiser and his team, the trip was about
more than merely rising to the challenge in an athletic sense.
Kaiser, a dedicated family man, also saw it as an opportunity to
raise awareness and research funding for Miller-Fisher Syndrome,
a rare autoimmune disease. Kaiser was diagnosed with MillerFisher in 2004. After pulling out of a three-week coma, he had
to relearn how to tackle even the most basic everyday tasks. But
Thorsten Kaiser was determined to fight his way back. His goal
was to inspire others to hold onto hope and keep fighting the
disease by finishing the Bob Graham trek victoriously.

Armed with these tips as well as 20 kg of equipment
each – including, of course, a countless array of maps
and the obligatory GPS system, etc. – the team set off
for the trek at 7 p.m. on Saturday, 6 July, 2015. To make
it into the 24 Hour Club, they would need to reach the
finish line by Sunday at 18:59 at the very latest. The team
plodded on through the night, navigating thick banks
of fog, wading their way through waist-high swamps,
rain-soaked and exhausted, sliding down steep, grasscovered hills.

Sinalco was so impressed by the plan that they jumped at the
chance to support Thorsten Kaiser and his teammates prepare
for the trip. We supplied the daring crew with Aquintéll, Sinalco's
natural mineral water, Sinalco Iso Sport, Sinalco Apfelschorle
and hiking equipment as well.

Ultimately, the 11 intrepid trekkers from Oldenburg were
racing against time. But even though the team didn’t
make it into the Bob Graham 24 Hour Club, memories of
an unforgettable adventure and the donations raised for
a good cause will remain.

The team received valuable insider tips from Scott Umpleby, a
club member, who completed the entire circuit in an incredible
19 hours and 26 minutes.

Sinalco was proud to support Thorsten Kaiser and
Christian Rimmler in this endeavor. We wish you all the
best in your future fundraising efforts!

Bernhard Dietz

Football Academy
on Mallorca
Bernhard
“Ennatz“ Dietz, a former
German national football team player and
winner of the European Championship in 1980, has
been running the Bernhard Dietz Football Academy on Mallorca, a child- and family-friendly business, for several years. Dietz,
a 53-time player for the German national football team and former team
captain, shares his insights at the academy with motivated young football enthusiasts between the ages of 5 and 14 in the spring, summer and fall of each year.
Dietz’s state-of-the-art training camp, which is located in Cala Millor on the island’s east
coast, offers participants three to five days of fun-packed football action, from drills to team
building exercises, expert tricks and tips and much more. Dietz, a true German football legend
who spent most of his career shooting goals for major German clubs such as MSV Duisburg and FC
Schalke 04, works with a well-oiled team of licensed professional football coaches to ensure there’s
plenty of expert support on hand for the steadily-growing number of participants that come to the
camp each season. The aspiring athletes who graduate from the program leverage
the insights and experience they gain there to shine on their local football
fields like never before.
For Sinalco, a company with strong ties to Duisburg, backing a football camp run by our local team’s former star
goal-shooter was a natural choice. Sinalco is proud
to provide the next generation of world-class footballers Dietz trains with a selection of cold, refreshing refreshments around the clock.
After all, there’s no better thirst quencher for
aspiring athletes than Aquintéll, Sinalco’s
natural mineral water, Sinalco Apfelschorle and Sinalco Iso Sport.
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screens
cinema
on
Sinalco

Special POS activities in 2015
In 2015 Sinalco has again been attracting attention at the pointof-sale. A variety of measures have been carried out to draw consumers into the fun, yellow, action-packed world of Sinalco.
Oversized bottle-shaped pallet-corners were particularly visible, helping to add colour to bland supermarkets. The pallet-corners were also
used in smaller outlets as attention grabbing secondary placements.
Sinalco did not just use point-of-sale materials to attract consumers
and generate loyalty. There were prizes to be won, including amazing e-go-boards, and this was communicated through a range of
channels. These electric skateboards are a genuine innovation and
a great addition to the range of fun boards on the market. They fit
perfectly with Sinalco's values of adventure, action and fun. The wireless remote control makes it easy to manoeuvre through crowded
streets. And onlookers turn their heads every time and try to work
out what they have just seen!
We gave consumers an extra reason to buy their favourite soft
drink this summer: Many markets carried out on-pack promotions.
This gave an additional incentive, but true Sinalco fans choose our
unique refreshing flavour again and again regardless.
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One thing is for certain: Sinalco tastes great!

Sinalco has made it back onto the silver screen!
Hundreds of film lovers could see the latest Sinalco
spot larger-than-life and in high definition in
Malta’s cinemas.
The advertisement shows young active people having fun, enjoying life and drinking refreshing Sinalco. The
emotions that the spot expresses are even more clear on cinema screens, and make viewers want to be part of the
wonderful Sinalco world.
The 423.300 residents of this Mediterranean island-state discovered Sinalco’s unique taste in 2010. Consumers
in Malta have been enjoying the exceptional refreshment of Sinalco Orange, Cola and Lemon Lime ever since.
There was a wide range of marketing activity in the country this year, including radio spots and visits to trade fairs.
Sinalco Malta decided to complete its campaign with cinema advertising, an excellent way to convey emotion.
Cinema-goers could round off their evening by enjoying a cool Sinalco, which was available in the cinema itself.

page

31

Mustertext

sinalco

page

32

